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Abstract

The purpose of this research was to study the influence of service quality and relationship
management on reusing service intention of hotel customers in Phra Nakhon Si Ayutthaya province.
The questionnaire was used as a tool to collected data from 385 participants, they were customers
who used hotel service. Non-probability sampling by convenience sampling was used and analyzed
data by descriptive statistics include frequency, percentage, mean and standard deviation and
multiple regression analysis by stepwise for testing hypotheses. The result found that service
quality including empathy, assurance and responsiveness influence on reuse service intention of the
customer of the hotel in Phra Nakhon Si Ayutthaya province. Moreover, relationship management
understanding customer expectation, empowerment, relation with customer and personalization
influence reusing service intention of the customer of the hotel in Phra Nakhon Si Ayutthaya
province. Therefore, the results of this study can be used as a guideline to develop service
quality and relationship management effectiveness, lead to reusing service intention of customers
and creating competitive advantage for hotel business.

Keywords: Service Quality, Relationship Management, Reuse Service Intention
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